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15.1  Introduction
The word “brand” comes from the Old Norse /brandr/ and it means “to burn” and 
“to mark out.” The roots of the brand can be traced back to ancient times when 
marking was originally used for denoting ownership of logs and different pets and 
marking signs of stonemasons who worked on the Egyptian pyramids as well as 
for prints by masters of pottery in Greece and China. To date, the most frequently 
quoted definition is that of the American Marketing Association, which states that a 
brand should be understood as a “name, term, sign, symbol, or design, or a combi-
nation of them intended to identify the goods and services of one seller or group of 
sellers and to differentiate them from those of competition” (quoted in Keller 1998, 
p. 2). Based on this idea, in article 9, par. 1 of the Law of Trademarks and Geo-
graphical Indications, the Bulgarian legislation extends the concept and defines the 
brand as “a sign capable of distinguishing goods and services of one person from 
those of other persons and can be represented graphically. Such signs can be words, 
including personal names, letters, numerals, drawings, or figures, the shape of the 
goods or their packaging, a combination of colors, sound signals or any combina-
tion of such signs” (Patent Department R Bulgaria 2009).
A quick glimpse into the economic history shows us that the evolution of mar-
kets is driven by scarcity and limited production of mass consumer goods to a super 
choice.1 It is in the regime of the super choice that the brand has an increasing role 
1 According to a large proportion of researchers—economists, futurists, and marketers—at the 
beginning of the information age and the announcement of the knowledge economy, the capital-
ist system has undergone a revolutionary change, which may be equal to the invention of the 
steam engine or electricity. Although many factors have prevented the world from developing 
evenly, and in many parts of the planet remnants of the feudal system are observed, thanks to the 
D. Trendafilov342
as a clearly articulated promise for the added value of the purchase and as an offer 
for the acquisition of benefits. It appears simultaneously the reason and the instru-
ment of an undeclared communication war with a global range, characterized by a 
much bigger diversity, flexibility, and innovativeness in the approach toward the 
potential “victims,” than those in the conventional conflict. This is a war for a place 
on the shelf in the store, for the attention of the customer, for his admiration and 
loyalty, and for his compassion and positive evaluation in the course of his whole 
life (see Rifkin 2001, pp. 109–113). Every day, each one of us participates actively 
in shaping the choice, diversifying it, and modifying it. As a result, the lifestyle of 
the products is constantly decreasing; the information regarding prices, quality, and 
manufacturers is accessible to the most unprepared consumer and retaining of the 
interest of the customers is turning into a task of paramount importance for the mar-
keting departments. In such an environment, the brands that are born and developed 
perform the complex role of a reference point in the variety of goods and services, 
see the emergence of new needs, which must be satisfied, and aim at offering the 
best under the pressure of the ruthless competition.
Today, we can see how new markets are born (unthinkable only 20 years ago), 
while entire industries and traditional manufactures are going down. In the informa-
tion age, it is very hard to determine what is creating more economic value—the 
production of physical goods or the creation of software and supply of services. In 
The Age of Access, Jeremy Rifkin attempts to resolve this dilemma by means of the 
following conclusion: “…the new era is more unmaterial and intellectual. This is a 
world of Platonic forms, of ideas, images and archetypes, of notions and fantasies. 
If the people in the industrial era were busy with the appropriation and transforma-
tion of matter, the first generation in the era of access is far more interested in brain-
washing. (…) To be capable of extending your own intellectual presence, to be uni-
versally connected, so that you can influence the human consciousness and shape 
it—this is what motivates the business in every industry” (Rifkin 2001, p. 63).
Thousands of pages are devoted to the phenomenon of trademark with analyses 
and commentaries, descriptions, and examples, but it seems that questions allowing 
further research and elaboration still remain. This is due to the fact that the brand 
and its management are constantly evolving at every single stage in the history of 
markets and business. By updating what was once a label of origin, branding has 
become a management process of personalization and a means of differentiation. 
The trademark is already “living” its own independent life, it has its own identity, 
and acquires its own existence by which it is turning into a substitute for the prod-
uct and even more so for the service. This replacement, however, is implemented 
somewhere in the bowels of the consumer’s mind which, like mass production and 
communications, is undergoing continuous and dynamic changes. This is why the 
globalization processes the developed countries and the powerful international corporations exert 
a strong influence on the unification of the mechanisms of economic development, in the center 
of which is not so much production itself but rather the single user. This has its consequences, 
eloquently described by Jeremy Rifkin: “In the networked economy, characterized by a shorter 
product life and a continually expanding flow of goods and services, human attention, rather than 
material resources, is what becomes insufficient.” (2001, p. 107).
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goods–buyer relations can no longer be seen as lifeless and maximizing the ben-
efit for both parties but rather has an emotional basis characterized by mutuality 
and respect. Today, the brand is charged with many more symbols—social, cul-
tural, and personal—it is the new dominant in supply because it conveys messages 
about shared principles and promises for the added value. Thanks to it, shopping has 
turned from a necessity for the procurement of products into an experience with a 
strong emotional intensity, proof of which are not only fashionable clothes and cars 
for every taste and status but also the fact that entire retail chains, show business, 
and even our spare time are susceptible to branding.
The meaning of existence of the trademarks lies in the arrangement of a market 
(in product classes, categories and groups, in price levels) and the quality control 
over goods and services. In their totality, they create a clear and accurate picture 
in the mind of the consumer of what current offers from which to choose are, with 
respect to quality and quantity. According to renowned author Philip Kotler, the 
brand is the major issue standing in front of the product strategy of every company 
(Kotler 2002, p. 356). He adds that the market power comes precisely from building 
their own brand or brands; thus, in contemporary marketing, the most distinctive 
skill of management teams is “their ability to create, maintain, protect and enhance 
the brand” (Kotler 2002). At this place, it should be remarked that the brand draws 
its strength not from its own existence but from the market, to which it is dedicated, 
i.e., for it the major source of energy is not the product as a physical object itself  but 
rather the targeted consumer (Fisk 2008, p. 152). The main conclusion that follows 
is that marketing, by definition, is building the brand in the mind of the client—this 
is its main goal and source of inspiration. Without a strong brand policy, all other 
marketing efforts are doomed to failure (Baleva 2007, p. 172).
15.2  Value/Sign
2.1. A curious fact is that when describing the main functions of a brand, many 
researchers put the emphasis on the claim that it is primarily a tool for identification 
of its owner and thus for differentiation of the offered goods or services from those 
of the competitors. From the history of the trademark—from branding of horses and 
cows to the creation of a branded experience like Disneyland and Niketown—we 
can see that it has distinctive functions but they are changing as a result of the accu-
mulation of meaning in it (Fig. 15.1). The creation of distinctiveness on the market 
only appears in the next, but not the last, step in its evolution. Currently, we are 
already talking about a new level—that of brand equity.
Graphically, the growth of the brand can be represented as follows:
Stamp Sign of Quality  Distinctive Mark Value 
Fig. 15.1  The historical evolution of brand (author—D.T.)
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During the first stage of history, marking was important for the owner so far 
as showing to the others that he had rights over the labeled objects or animals. 
Subsequently, the developing market has forced the manufacturer to come out of 
anonymity and provide his potential customers with an assurance that, for their 
money, they receive a product of a specific craftsman who supplies the demanded 
quality. With the advent of industrialization and multiplication of the number of 
brands, the time of differentiation of individual producers has come. This is the 
product era, when the primary means for communicating it is the emphasis on its 
distinctive attributes and the benefits for the customer originating from them (Trout 
and Ries 1981, p. 27). Gradually, besides the name and the logo, more attention is 
paid to the packaging and distribution of the brand. The client is now much more 
informed and demanding, which raises the bar for most manufacturers. Over time, 
however, “noise” in the market becomes more and more deafening, and the struggle 
for the consumers’ attention starts to become a major task of any marketing special-
ist (Roberts 2004, pp. 33–34). This leads to the emergence of value,2 provided that 
it is given by and for the consumer and is not physically produced by a particular 
company. In his main elaboration on strategic brand management, Kevin Keller 
calls it customer-based brand equity, which incorporates “theoretical advances and 
managerial practices in understanding and influence consumer behavior” (Keller 
1998, p. 45). Typically, it has a “differentiation effect” because the knowledge built 
of the brand in the mind of the end consumer influences his choice. This choice is 
a reflection of the marketing efforts of the company manufacturer3, considered to 
be as successful as a more favorable attitude a brand generates to its products, or 
without causing negative reactions by expanding its portfolio or by raising prices, or 
it just stimulates a larger demand for the goods it offers in its distribution network 
(Keller 1998).
As can be seen from the proposed scheme (Fig. 15.2), the brand value depends 
on factors such as favorable associations in the mind of the consumer who may be 
influenced by the brand through the marketing mix and a consistently constructed 
identity. Knowledge related to quality is based on previous experience of the cus-
tomer with the production of the brand and recommendations received from the 
closest circle of people, and associations for reliability are a result of the enduring 
relationship of the consumer with the brand. According to David Aaker, people 
“like the familiar and are prepared to ascribe all sorts of good attitude to items that 
are familiar to them” (Aaker and Joachimsthaler 2000, p. 17).
Loyalty in turn can be evoked if the brand performs “its promise” to bring to 
the buyer more than the price he will pay. In Aaker’s words, it is “the heart” of any 
2 We can find a confirmation in the following passage written by Peter Fisk: “A good brand is the 
one that you want to live your life with, in which you trust and count on, when everything around 
you changes…. Originally brands developed as labels for right of ownership. Today, however, 
much more important is what they do to people, how they reflect their needs and attract them, how 
they formulate their aspirations and enable them to do more” (2008, p. 153).
3 “What makes an organization strong, are not the goods and services offered by it, but its position 
occupied in the minds of the consumers” (Trout and Rivkin 2002, p. 149).
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given brand’s value. Concerning the price, the size of the group of loyal custom-
ers is important as well as the intensity of their loyalty (Aaker and Joachimsthaler 
2000). It should be added however that these are inner-circle variables. At the same 
time, the value is dominated by the specific conditions of the environment/outer 
circle in which the brand exists and develops. Here, the key factors are the maturity 
of the market, the presence and strength of competition, the level and characteris-
tics of consumer culture, living standards, cultural features, legal constraints, etc. 
(Blagoev 2003, pp. 217–218).
Brand value can also be seen through the prism of socio-semiotics because con-
sumption is a form of exchange, just as communication is in its essence. This is an 
exchange of signs4 which convey a predominantly social message and are loaded 
with a specific meaning depending on the role that should be implemented—to show 
ownership or dominance, to reflect personal views and philosophy of the world, to 
approve or deny moral and social norms, etc. As Jean Baudrillard specified, the 
logic of consumption is the logic of the sign and diversity that must be understood 
separately from the economic logic of exchange value, as the latter is related to 
equivalence, rather than to generating differences (1996, p. 57). In this respect, the 
author explains further: “A user is never alone, as a talking man isn’t either. Right 
here a complete revolution in the analysis of consumption should be made: just as 
language does not exist because there is an individual need to talk…but first there 
is language not as an absolute, autonomous system, but as a simultaneous structure 
of exchange of sense itself, to which the individual intention to speak is connected. 
In the same way, consumption exists not because there would be an objective need 
for consumption, some sort of final orientation of the subject toward the object; 
there is a social production in a system of exchange, of difference material, code of 
meanings and status values” (1996, p. 69).
4 Objects are signs, whether single or in combination; message bearers are their colors and shapes 
as well as their material and arrangement in space. The shape/commodity is an independent com-
munication system which underpins the public one and is not a “supplement” or connotation. 
Here, the role of the code is decisive, whether talking about material contents of production or 
immaterial contents of meaning (Baudrillard 1996, pp. 18 and 158).
Brand  
Equity 
Brand  
Reputation 
Brand  
Loyalty 
Association for Dignified 
Appearance 
Association for  
Reliability  
Association for 
Quality 
Good 
Marketing Mix 
Fig. 15.2  The elements of brand equity system. (In Blagoev 2003, p. 217)
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2.2. When using the standard definitions of a brand, it is necessary attend to the 
fact that they do not contain the concept of added value of the brand, as no legal and/
or economic definition is able to cover the present meaning of the brand, which is 
rooted in the minds of the consumers. These definitions have ceased to carry essen-
tial information about what is the brand at the stage of the “trademark” (see Roberts 
2004, pp. 24–30), where the product needed protection in trade relations, and was 
not perceived as a specific commitment to its final customer5. In other words, they 
can explain what Coca-Cola is, but are unable to clarify the factors enabling the 
brand to be valued at $ 83.8 billion6 without necessarily being the most delicious 
drink in its category (Baleva 2007, p. 176).
The most accurate characterization of the brand is that it is neither a physical ob-
ject nor a subject able to independently emit messages. In its essence it is an “idea” 
entirely in the spirit of the quoted above by J. Rifkin and in a purely psychological 
sense it is no different from political or religious doctrines, giving orderliness of 
the world. The brand is a sender of a promise for the acquisition of benefits and the 
added value. It is no accident that it is defined as a new totem or myth of the con-
temporary “tribe” (Evans 1999, p. 12), as it is full of codes, set patterns of behavior, 
and forms estimates of the surrounding reality.
Like any idea, the brand should be shared, and therefore its life is contained in 
the communication that occurs both in direction of the initiating organization to the 
audience and among the addressees, i.e., its message can be transmitted by every-
thing and everyone and very often it happens in public space beyond the control of 
the producer owner of the brand (Bullmore 2001, p. 2)7. The brand also exists by 
virtue of the widespread knowledge about it; it is pure information and therefore 
has no boundaries, which could curb its influence, but there are limitations to the 
perception, which can leave the message misunderstood. Actually, the term “brand-
ing” should not be considered from the perspective of the owner, just because he has 
put his stamp on it. Rather, the term describes the perspective of the addressee—that 
he has successfully received the message of the brand and reacts to its proposals. 
Only then will the brand perform its function which, as already mentioned, is to 
communicate itself.
To avoid a conflict in concepts related to the trademark, R. Abadzhimarinova 
focuses on a summary that combines both the benefits of the manufacturer who has 
an interest in legal protection and economic result from possessing a brand, and the 
5 The change in the meaning of the brand gives reason to some authors, including Baleva (2007, 
p. 177), using the presence of the English word brand, to designate a wider concept which is com-
mon in marketing, unlike trademark, which is part of the legal and business vocabulary. In the 
Bulgarian language, however, the semantic distinction is still hard to detect, despite the entry of 
the English terminology.
6 The figure varies according to the sources and years; for the example, data from Interbrand in 
1999 are used, quoted by Aaker and Joachimsthaler in Brand Leadership, 2000, p. 19.
7 Almost similar to that is the story of cigarettes Marlboro, described by Jacques Seguela. The aim 
of their first ads was to highlight adventurism and aggression, while subsequently it turns out that 
smokers perceive the brand as a symbol of space and freedom of nature in contrast to the urban 
environment and stress of the offices (2004, pp. 73–80).
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viewpoint (value) of the consumer. According to her, the brand is “the mechanism 
for achieving competitive advantage for the company by differentiating its product, 
in which signs, distinguishing the brand, are primarily…those that provide benefits 
for the client for which he is willing to pay” (2006, p. 48; bold is in quotation). As 
can be seen, the dignity of such observation on the contemporary significance of the 
trademark is contained in its designation as a “mechanism,” i.e., active, based on 
plans, strategies, and particular actions, a process in attaining and maintaining of 
that state, in which the brand is distinguishable, familiar, offering benefits that the 
consumer wants to have for the relevant price. Thus, the brand emerges from the 
limits of statics and is perceived dynamically, as a series of managerial decisions 
that work in time for the brand to be turned from a sign and name into a market fac-
tor determining the choice of the target audience.
2.3. We will not find a place where the trademark is nor a place where it is creat-
ed or where it draws its energy from, because it is primarily a management approach 
and strategic plan, and not a manufacturing process in the strict sense of the word. 
The brand has no separate independent body, but rather has a body language (2006, 
p. 10), which is perceptible through all its marketing activities—advertising, mer-
chandising, public relations (PR) events, pricing, promotions, and even through 
direct experience of the client with its production. The audience perceives the mes-
sage of the brand, but now as a “package” of impressions, feelings (i.e., emotional 
attitudes), and general evaluation.8
The product or service having a “natural” being to a certain extent, in fact, rep-
resents the signifier in the sign—brand. The signified is the promise that meets the 
emerging needs and expectations of the market (Fig. 15.3). The development of 
the idea—brand—is rooted in the minds of consumers, but was inspired by purely 
existential needs and/or personal and social necessities. Once delivered to the con-
sumer, it becomes an added value, which derives its power from imagination and 
human desires (Seguela 2004, p. 57). It is so much stronger, as more members of the 
so-called target audience perceive its messages, the more they leave a deep trace in 
their memory. Therefore, the “target audience” should be seen as a narrower range 
of users against the entire market, which are considered largely equipped to decode 
the signal coming from the brand and are at the same time solvent in order to gain 
the promised benefits (see Appendix 1).
Referring to Roland Barthes, R. Abadzhimarinova indicates that the brand builds 
a secondary sign system of the product (after it has already a form and content) and 
is precisely its social myth (2006, p. 170). She sees the brand as a connotation of a 
physical commodity, which “can lead all the importance and utility of the product, 
the full force of the desire to own it and all the emotional depths of satisfaction from 
its use to the removal of this finding as a fact, making this fact and all thoughts and 
feelings associated with it, just an objective observation” (2006, p. 171).
8 “The hidden part of the iceberg is a brand’s ‘cultural unconscious’ (…) made up of associations, 
similarities and significant differences” (Evans 1999, p. 15).
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15.3  Positioning and Brand Communication
3.1. According to Blagoev, brand positioning9 means creating an adequate picture of 
it in the mind of the consumer (2003, p. 197). This is a major association or a total of 
two to three associations with which we want the buyer to link our brand and to dis-
tinguish us from the competition. In the current market situation of super choice the 
abundance of products with the same functionality and information supersaturation 
brand management has a dual task—first, to bring the most tightly its offer to the 
ideal concepts and expectations of the target audience and, second, to distinguish its 
proposal from the dozens and sometimes hundreds of alternatives, coming from the 
competition (Baleva 2007, p. 390).
Positioning theory is based on the observation that the contemporary consumer 
has neither time and capacity to remember and filter out the countless “reasonable” 
arguments, rushing from the market nor to test one by one all the available goods 
and services. Therefore, his mind simplifies and arranges the amount of data so that 
they serve as a landmark in the chaos of supply. This process is instinctive and its 
outcome is the outlining of a map of proposals, which most often stay away from 
the logic of scientific reasoning of marketers. It is rather an image of stimuli reflect-
ed through individual perceptions, coming from different brands, which provides 
clear and safe formulation of alternatives (2007, p. 389). These are deep-rooted 
associations about the characteristics of any known brand which remain stable at 
the influx of new information and emerge whenever its name is referred to (Blagoev 
2003, pp. 192–193).
Behind the simple formulation “market positioning” lies a complex process, 
whose main elements deserve particular attention. Communication activity is pres-
ent when market positioning comes to influence human consciousness with the aim 
of getting acquainted with any characteristics of the brand (Floor 2006, p. 6510). 
This is a directly targeted message by an advertising spot, by a positive experience 
at the time of purchase, through distinctive packaging, with demonstrations of the 
9 We use the concept of brand positioning, rather than product positioning because, as mentioned 
above, the brand has long since become a symbolic substitute of goods and even gives them a force 
in the course of communication with the target group (see Baleva 2007, p. 390).
10 “The consumer has to recognize the premises that are made in the brand positioning, in the con-
tent of the brand communication. And the look and feel of the communications will have to reflect 
the brand personality” (Floor 2006, p. 65).
Brand as a Sign  
Promise/  
Offer 
Product/ 
Service 
Fig. 15.3  Graphical repre-
sentation of brand as sign 
in terms of Ferdinand de 
Saussure’s theory
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functional qualities of the product, through PR events, or, as it happens in practice, 
by all known tools of the marketing mix (Zyman 2005b, p. 104).
“Every act of communication implies the existence of a message transmitted 
from one source (communicator) to a recipient (addressee) through any transfer 
(transmission) channel” (Doganov and Palfi 1995, p. 59–60). The message of the 
trademark is transferred to the public communication system and as any deliberate 
act, it is intended to cause a reaction in the behavior of a person or group of people 
by affecting their knowledge and emotions (Doganov and Palfi 1995, see Petrova 
2004, p. 77). To convince and present itself in its best light, the brand uses not only 
words but also other symbols such as music, colors, graphics, and even people. Tak-
en together, they are codes in the transmission of which a distortion and/or loss of 
information is inevitable as the means of expression are insufficient and imperfect 
(Doganov and Palfi 1995, p. 60). Any brand, like people, has body language and 
to a considerable degree we understand it (Bullmore 2001, p. 10). Whenever there 
is a point of intersection with it, the consumer adjusts his perception instantly and 
subconsciously to its characteristics. Therefore, those who are responsible for the 
communication policy should be alert to any single signal broadcast by the brand as 
the most trivial one may be decisive (Bullmore 2001).
In addition, complications occur with the receiver, because the data reaching him 
or her must be decoded. As the origin of the word “communication” suggests (from 
Latin “communis”—“general,” “community”) for high efficiency of the message 
the presence of a common to both parties sign system is necessary (Doganov and 
Palfi 1995, p. 62). In this respect, the language of the brand should be consistent 
with the ability to decode the target group, which is achieved through precise seg-
mentation of the market and development of a detailed profile of the users in it (see 
Appendix 2). It is not enough just to know the educational level of the audience, 
jargon, and preferred channels of information exchange since a significant influence 
on perceptions have the lifestyle, shared values, role models and opinion leaders, as 
well as the level of openness to innovation.
After encoding and decoding of information, noise is the third factor of decisive 
importance for the transfer of the message. In most cases, it comes even to many 
noises that accompany the communication channel, resulting in distortion and loss 
of data units. Typical of them is that their sources, volume, and intensity are beyond 
the control of the transmitting and receiving parties.
The “father” of the positioning concept—Rosser Reeves—pays particular atten-
tion to the environment in which the communication of a trademark and/or product 
unfolds. In Reality in Advertising, he states that the consumer is in a state of con-
stant siege. “He is totally confused. He is relentlessly stormed by television, fiercely 
attacked by the press, carved by the radio, perplexed by posters. It is very difficult 
to compel him to remember something, he rather tends to forget easily” (Reeves 
1994, p. 174). The famous advertising specialist adds that the customer ranks ev-
erything in his head according to the individual scale of his values. According to 
the author’s metaphor, the mind is filled with “boxes” containing all sorts of infor-
mation, arguments, and facts, some of which overflow in case of new information 
invasion and some of the old knowledge falls out (Reeves 1994, p. 185). Therefore, 
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any advertising communication was destined to fight the “reality of a strictly estab-
lished capacity” (Reeves 1994, p. 186). On this basis, Rosser Reeves builds the the-
sis for the unique selling proposition (USP), and calls the process of introducing it 
to the memory of consumers “implementation” (Reeves 1994, pp. 193, 203). USP in 
an advertising message does not come from the praise and hyperbolization reaching 
the audience, but from what the client as the receiver retrieves from the message. 
The proposition must carry information about a specific benefit from the presented 
product,11 and its exclusivity has to be related to uniqueness in the product itself or 
be based on arguments which have not yet been presented to the target audience. It 
is necessary that the uniqueness is such that it can hinder the competition to produce 
a better offer or be unable ever to do so (Reeves 1994, pp. 193–194). Otherwise, the 
message turns into one of the many similar types and becomes part of the overall 
data noise. It will not go its way through the transferring channel 100 % and even 
if it reaches the mind of the receiver, it will not have the capacity to remain there.
In this context, USP is defined by Reeves as “a concentrated expression of the 
advertising argumentation,” (Reeves 1994, p. 226) and from now on, he lays the 
foundations of market positioning as the process of focusing on a single distinctive 
feature or benefit of the product that has value to the consumer because it is the only 
way the message of the brand to reach his mind (Katrandzhiev 2007, p. 170).
3.3. Further, when the information “attack” is integrated and achieves its goal, 
it is assumed that in the potential consumer a homogeneous “image”12 is created, 
which indicates where the brand is among the competitors in a given category, and 
what the brand is—what its mission, power, and promises to the audience are, i.e., 
in what it is different from the others (see Keller 1998, p. 87).
By where is meant that no product of a brand “hangs in the air.” The natural cog-
nitive process in humans acts in the direction of the perceived objects and phenom-
ena from reality to be arranged in hierarchical structures (Keller 1998, pp. 88–89). 
In this way, memory is organized and proper orientation and stability of knowledge 
is ensured. This also applies to brands and their products and services. Coca-Cola 
for example is a beverage, but in this category, in general, appears also water, alco-
hol, and soft drinks. Water, in turn, is carbonated, natural-mineral, and natural-table. 
Alcoholic beverages are divided into concentrated and fermented drinks, plus beer, 
as each of the mentioned groups also divides into at least one more sublevel. In soft 
drinks, there are milk, hot liquids such as coffee, tea, and chocolate, and various 
fruit	 juices.	Here	are	also	colas	and	 the	so-called	noncolas	 ( Sprite, 7 up), which 
are further subdivided according to the flavor or sugar content, etc. In an effort to 
establish and maintain its brand image, the management team should not forget 
where exactly its production is located. Since the consumer bears in his mind the 
structure of the offered goods, any attempt to dilute his knowledge of the location 
11 “Every consumer buys to meet their specific need, therefore, the selection of information 
focuses on those properties of the advertised product, which will meet the need of the consumer” 
(Petrova 2004, p. 25).
12 “The image of the brand is built over time and it purposefully appropriates the images, actions 
and events that define the importance of brand for the consumers…” (Zyman 2005b, p. 91).
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of the brand would be fatal, at least because the complexity in information about a 
brand automatically leads to forgetfulness.
As already noted, in the course of the “meetings” with the brand, the consumer 
gains experience with the functional features of its products, promotions, ads, with 
its logo, and the rest of its elements, which leads to awareness of the brand. The 
brand is so much stronger, the more often both sides establish contact with each 
other, it leads to faster recall of the brand name and the solutions it proposes to 
meet the specific needs (Keller 1998, pp. 89–90). Brand knowledge is necessary, 
but not the only condition for establishing strong positions in the mind of the target 
group. Here, the associations take their place, forming the brand image and showing 
in what it differs from its competitors.
3.3.1. Among the types of associations, we put attributes in the first place. These 
are the characteristic features, properties, or qualities that the consumer believes the 
product or service must have, which are the basis of their character and they deter-
mine the purchase. According to how directly they are related to the functioning of 
the product, attributes are divided into two subtypes (Keller 1998, pp. 93, 95–96):
•	 Product related—these characteristics are related to the physical structure and 
functions of the product or with the statutory conditions for service provision. 
All products have major components, parts, and/or mechanisms, and many 
additional ones (extras), enabling them to perform actions or to achieve the effect 
for which they were created.
•	 Nonproduct related—they influence the purchase and use of the product/service 
but are not fundamental to their specific functioning. Among them are the price 
and color of the product, the appearance of packaging, reputation and origin of 
the manufacturer, celebrities/experts which recommend its use, the type of stores 
that sell it, etc.
Price is a factor of versatile importance, since it is a major association defining the 
“value” of the brand and it is very often the lever, which forms the complete knowl-
edge of the user for a product category, for chain stores or brands of one owner 
(Keller 1998, p. 95). In the most literal sense, from the viewpoint of the purchaser, 
price is the sacrifice (a certain share of his cash budget) that he is willing to offer in 
order to meet his needs through a product or service. When the potential user faces 
the amount written on the label,13 processes occur that are influenced mostly by var-
ious marketing stimuli enabling him to instantly determine where it is on the scale 
expensive–cheap and whether it is located in an equilibrium point price–quality 
(Blagoev 2003, p. 295). He gets from it a huge volume of information on supply and 
demand in the category (competition and market situation as a whole), cost, trade 
concessions, length and structure of distribution channels, etc., and not least on the 
goals of the manufacturing company (Blagoev 2003, p. 288).
13 According to Jack Trout and Al Ries, the right place where the high price of a product should 
be put on is in advertisements, not in the store. If the work on positioning is well done, in front 
of the label there will be no unpleasant surprises for the consumer because he/she will already be 
aware that this product is moving in a certain high-price category (Trout and Ries 1981, p. 70).
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The notion about the user and the use is formed directly from experience with 
products of the brand or through contacts with persons having such experience (rec-
ommendations/opinions; “word of mouth”). One of the tasks of advertising is also 
to paint a picture for the unfamiliar or poorly informed user as to where, when, 
and how to use the presented product or service. This may be on a particular day 
or hour, during a specific season of the year, at an event—formal or otherwise—in 
carrying out any activity (sports, cultural) in or outside the home, etc. According 
to Keller, demographic and psychographic factors are crucial—gender, race, age, 
income, occupation, social status, and political views (Keller 1998, pp. 93–94). In 
this regard, Sergio Zyman makes the important remark that depending on the audi-
ence, the differences in the image of the use vary in a wide range, but users will 
build one, regardless of the manufacturing company taking a conscious action on 
building it or not (2005b, p. 93).
Feelings and perceptions as pointed out by many practitioners are the core fac-
tors in building the consumer value of the trademark. Among the main supporters 
of this thesis is longstanding CEO of Saatchi & Saatchi, Kevin Roberts. In Love-
marks, he states the following: “Let’s stop running after every new fashion fad and 
rather concentrate on creating lasting and emotional relationships with consum-
ers…. They look for what they can love. They insist on having greater freedom of 
choice, have higher expectations and need an emotional note, which can cause them 
to make choices” (2004, p. 36). Thus, it is of critical importance in advertising, 
and any other communication, to emit positive impulses and associate the brand 
with positive emotions. Anelia Petrova states that when strong arguments in favor 
of the product are presented to the audience, the emotion should be only a back-
ground that contributes to the perception and processing of information. But when 
the brand should be distinguished from competitors or to stand out among more 
familiar brands to the audience, positive emotional stimulation should come to the 
fore (2004, p. 119).
Individuality of the brand is a reflection of the perceptions and feelings of the 
consumers with respect to the brand, as if it comes to another human being who has 
their own character. For example, there are brands such as “retro,” “modern,” “exot-
ic,” “fresh,” “sophisticated,” “vibrant and dynamic,” etc. (Keller 1998, pp. 97–98). 
Advertising has a major contribution to shaping the personality of the brand in the 
minds of the target audience because it describes specific cases and uses of the 
product, creates animated characters using real [or famous] people to personify the 
brand, gives emotions through the whole voice of the spots, thorough the music in 
them either by their original scripts (Keller 1998).
When building his concept of market positioning of retail brands, Ko Floor states 
that intangible characteristics of the brand are ultimately much more difficult to 
imitate than the visible ones because they are the result of its mission, vision, and 
culture that are unique as in humans (2006, pp. 67, 226). Citing the research of D. 
Aaker, Floor indicates five identity dimensions, which are important for the po-
sitioning of the brand (2006, pp. 228–289): sincerity—includes characteristics as 
“down to earth,” “conventional,” “genuine,” “careful,” “classic,” etc.; excitement—
embraces “flashy,” “young,” “provocative,” and “trendy”; competence—“secure,” 
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“hardworking,” “serious,” and so on; sophistication—unites “glamorous,” “sexy,” 
“pretentious,” “feminine”; ruggedness—here refers to “masculine,” “athletic,” 
“strong,” etc.
3.3.2. The second group of associations are the benefits. They represent the val-
ues and the importance that consumers attach to the functional attributes of goods 
and services, i.e., what they think products do for them. Depending on what motiva-
tions are they associated with, benefits are divided into functional, symbolic, and 
based on experience (Keller 1998, p. 99):
•	 Functional benefits are based on the core advantages derived from the use of the 
product or service. Most often, they are associated with basic motivations of men 
such as physiological needs and the needs for security and include the desire to 
eliminate or avoid some new problems.
•	 Symbolic benefits are related to external benefits of using the product. Usually, 
they correspond to attributes not directly related to the product or service, es-
pecially with the above-described picture of the user. Symbolicity is rooted in 
meeting social needs, building self-esteem, and personal expression.
•	 Experience-based benefits are related to what it feels like to use a product or 
service. They have a relation both to the picture of the consumer and of the 
use. They satisfy the needs of pure sensory pleasures, of diversity and cognitive 
stimulation (Keller 1998, p. 100).
3.3.3. Attitude is the most abstract of the three types of associations and is the final 
result (to a great extent) of the overall perception of attributes and benefits of the 
product. It is a general assessment of the brand and is most often the fundament on 
which consumer behavior is built, expressed in purchasing.
To create a model of attitude, it is necessary to resort to the help of psychology 
as only it can lead and define the different functions that the assessment may have 
(Keller 1998, p. 101):
•	 Utilitarian—there is a relationship with attitude formed on the reward–
punishment basis,
•	 Function of value expression—corresponds to the ability to derive individual 
values or a personal concept,
•	 Self-defense role—based on the instinct to protect oneself from both external 
threats and the inner sense of insecurity,
•	 Cognitive function—related to satisfying the need for creating order, structure, 
and meaning.
The consumer builds his notions of the brand depending on the functions to be per-
formed. Thus, the use of certain brands allows him to separately or simultaneously 
satisfy basic needs, to express his personality, to eliminate the feeling of weakness 
and vulnerability, and/or to simplify decision-making. Usually, the buyer has his 
own idea/belief on the benefits the brand brings either from experience or from 
opinions of others about them. But at the same time he assesses exactly to what 
extent these benefits are good or bad and what is the likelihood to fully meet the 
emerged demand (Keller 1998, pp. 101–102).
D. Trendafilov354
3.3.4. Keller adds that associations must be strong to create favorable attitude, 
and to be unique, even exactly in this order to create a brand of high value (Keller 
1998, pp. 102–103).
The strength of associations in the consumer’s mind is expressed in quantity 
and quality of information which will be recalled from the memory in connection 
with the brand and which will influence the purchase decision. Here, we return to 
the process of introducing the brand message as the communication factor plays its 
role in two directions. First, the strength of associations depends on how the mes-
sage was originally perceived and, secondly, where the data gets. Psychologists 
describe this process as “encoding” and “storage” (Keller 1998, p. 104). In the 
process of encoding, the volume of information that comes from outside is impor-
tant as well as how much from it passes through the filter of the consumer. The 
increased attention in the moment of communication involves a bigger amount of 
perceived and sorted information. Quality, in turn, shows the way information is 
conceived (Keller 1998, pp. 104–105). It depends on the specific interest of the 
client, of his individual values, the social environment, the ability to decode the 
message, etc.
The storage of data is influenced by many factors and can be assessed only by 
the speed with which the saved data can be recalled. The presence of other product 
information is often a reason for disruption or reduction of access to already exist-
ing associations for the same brand. If it is too abundant and varied, it may distract 
the consumer from the main message, and to confuse or cause him to overlook the 
significant. Time weakens associations as it gradually reduces their ability to be 
“called” in time. Very often for their evoking, external signs are necessary (visual—
specific colors, shapes, logo, or character) to serve as reminder tools. The greater 
their number and frequency of occurrence, especially in the context in which the 
brand is perceived, the greater the likelihood to promptly bring out the stored infor-
mation on the surface (Keller 1998, p. 105).
•	 Associations	 vary	 depending	 on	 the	 extent	 to	 which	 they	 create	 favorable 
attitude. This means the audience perceives the attributes and benefits of the 
brand as appropriate for satisfying the emerging needs and desires.
•	 Goodwill	 is	a	 function	of	desirability and delivery options. The first factor is 
a personification of the motives, standing behind the purchase of a product. 
According to popular Abraham Maslow's hierarchy, these may be basic needs, 
the need for stability and protection, of social interactivity, self-expression, and 
self-realization. The key point here is that the needs on the higher levels can-
not be satisfied without first meeting those of the previous step. Marketers also 
observe a gradation in the importance of the characteristics of the brand from 
the lower to the higher level according to the following scheme: attributes lead 
to obtaining benefits and benefits lead to the acquisition of value (Keller 1998, 
p. 106). Thus, desirability can be seen as an indicator of how valuable is a brand 
to the consumer.
•	 The	possibility	of	actual	delivery	of	 the	benefits	which	 the	brand	promises	 in	
its communication also has its importance in the general system for creating 
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a positive evaluation. The design and functional characteristics of the product 
must support the favorable associations, to maintain and strengthen them in time. 
But difficulties for the brand management occur from the fact that in the pres-
ence of stable knowledge of the brand if it is decided to innovate the product it is 
almost impossible to try to create new perceptions of it (Keller 1998, p. 107).
•	 Uniqueness of the associations is at the center of the positioning, in its essence 
it is a “USP,” which creates a competitive advantage of the brand. The reason 
to purchase that particular product may be communicated through direct com-
parison with the available alternatives on the market, or to be strongly implied 
(Keller 1998, p. 108). As mentioned earlier, USP may be based on attributes 
directly or indirectly associated with the product or service or functional benefits 
and experiences, but it is important to be specific.
3.4. Image, in turn, which is the sum of the present associations for the brand, is a 
result of the deployment of brand identity. It is the “main statement” of the manu-
facturer of what his brand represents and thus it becomes a strategic inspiration for 
all marketing efforts in shaping the image (Aaker and Joachimsthaler 2000, p. 40). 
Construction of identity can be described as an active effort by the organization to 
build and maintain lasting ideas about itself to consumers and competitors, which 
embodies two things—a promise to the clients and responsibility of the employees 
(Aaker and Joachimsthaler 2000, p. 72). To this end, a set of tools is used adding 
richness, basic fabric, and clarity of the brand, the visible outcome of which is the 
fundamental position, which is communicated to the audience (Aaker and Joachim-
sthaler 2000, p. 41).
Extended Identity 
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Brand 
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Product 
Brand as  
Organization 
Brand as 
Person 
Brand as 
Symbol 
    Value Proposition 
Functional benefits 
Emotional benefits 
Self-expression benefits 
Relationship Credibility
Fig. 15.4  A short version of D. Aaker’s brand identity model. (Aaker and Joachimsthaler 2000, 
p. 44)
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The system of identity as presented by David Aaker (Fig. 15.4) is an ideal 
theoretical framework, but in reality not all elements are required for the complete 
construction of a successful brand. We see that its core is formed from the essence 
of the brand, whose tasks are to infuse energy into the heart and to stick in one 
whole the elements of identity. It is a thought or phrase that does not always nec-
essarily exist, but where it does exist, it is a powerful weapon, showing in simple 
terms what the brand is focused on. Its content must be sufficiently clear and strong 
to make it stable over time, to vibrate among consumers and to inspire employees 
and partners of the organization (Aaker and Joachimsthaler 2000, p. 45). Unlike 
essence, the final sentence put at the end of an ad is created with a communication 
purpose and is directed only to the consumer group, to make a concrete proposal 
for purchase. It changes with each campaign and in accordance with the various 
tactical objectives of the management and therefore has a limited life (Aaker and 
Joachimsthaler 2000, p. 47).
Extended identity is the general term for the various manifestations of the 
brand—product, organization, personality, and character:
•	 The product by its nature carries primarily material characteristics such as 
attributes, without which no image or identity can exist, but in itself it is not the 
brand. Through it, associations are created, related to the functionality and capa-
bilities, as well as use and quality. But the brand as a mechanism adds the halo 
of the manufacturer to the product or service, as well as the country of origin, 
emotional benefits, and perception about use.
•	 The organization is particularly important for the realization of services, high-
tech products, and goods with long life and use (Aaker and Joachimsthaler 2000, 
p. 53). The manufacturer, who stands for them becomes crucial because he is 
much more “visible” to consumers. Therefore, the reputation of the innovator, of 
the socially responsible and oriented to customer problems, is a serious competi-
tive advantage.
•	 The personality of the brand makes a difference with the competitors and de-
livers value to the target audience. Without it, no brand would be interesting 
and memorable, it would leave no impression and trace in the minds of con-
sumers, nor could it rely on the awareness and lasting relationships with them. 
Personality adds vitality and a more real image of the brand and can stimulate 
its perception as an adviser, friend, or just good company (Aaker and Joachimst-
haler 2000). If the analysis of identity proves that there are no personality traits, 
it means that the organization perceives its brand too narrowly.
•	 The symbol is more than a tactical weapon of communication as on a strategic 
level it opens up opportunities for the brand to be recognized quickly and easily. 
It can be a slogan, melody, logo, gesture, a real person, a customer loyalty pro-
gram, a certain color, or a distinct packaging (Aaker and Joachimsthaler 2000, 
p. 54). In this sense, it is the external sign which, in Keller’s definition, acts as 
a key to the information contained in the memory of the user about the brand. 
The more saturated with meaning and associations is the symbol, the greater its 
importance in the structure of identity is. Therefore, sometimes (as in the case 
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with the logo of Nike, for example) it can be seen not only as an element of 
the extended identity but also as an integral part of the brand core (Aaker and 
Joachimsthaler 2000).
15.4  Practical Application of the Positioning Theory
Soon after Rosser Reeves’ Reality in Advertising, in the 1970s in a series of pub-
lications in the magazine Advertising Age, advertising experts Jack Trout and Al 
Ries shaped the current positioning theory. The great success of the articles inspired 
both practitioners to penetrate deeper into the topic, the result of which is the clas-
sical elaboration from 1981 Positioning: The Battle for Your Mind (in Katrandzhiev 
2007, p. 171).
Prior to developing their thoughts on the topic, Jack Trout and Al Ries pay at-
tention to the fact that positioning stems from the product but in its essence is a 
process of “putting” the product into the mind of the consumer, but not what you 
do to a product (1981, p. 3).14 Their main idea is captured most accurately by Bill 
Robertson, who summarizes that positioning is “the action by which we create in 
the mind of our target audience a perception regarding our product that positively 
differentiates it from its competition” (Robertson 2005, p. 53; italics mine). Thus, 
the positioning concept automatically becomes a communication problem, which 
requires redefining of the basic task of advertising. According to the cited authors, 
the time of boasting words in advertising spots is already over, as the time has 
come for the products on the market to be compared with each other. So position-
ing comes to the fore as a powerful communication weapon (Trout and Ries 1981, 
p. 2). It does not exclude the “sacred” principles of the advertising industry—poetic 
speech and the expressive means of art—but its main purpose is to convey directly 
and as accurately and clarify the promise to the audience.
In part, the promise requires the message to conform to reality, i.e., to the avail-
able material present in the mind of the consumer and not to concepts and forms 
unknown to him. There is no need to rely on the different and super original, since 
it is much easier and more successful to work with associations already created 
in the mind, rather than building new ones (Trout and Ries 1981, p. 5). In this 
regard, Trout and Ries expressed their sincere amazement how much is being in-
vested in attempts to change minds through advertising, while in our information 
overload society human mind perceives only signals and signs, which comply with 
previous experience or knowledge already acquired15. Like Reeves’ “overflowing 
boxes,” they believe that setting new information in the memory of the receiver is 
14 In Differentiate or Die, we encounter the following formulation: “Positioning is how you differ-
entiate your product in the mind of its potential users. (…) If you understand how the mind works, 
you will understand positioning too” (Trout and Rivkin 2002, p. 102).
15 “Don’t play semantic games with the prospect. Advertising is not a debate. It’s a seduction” 
(Trout and Ries 1981, p. 76).
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only possible if the already existing data are removed (Trout and Ries 1981, p. 7). 
Advertisers do not see that the messages they create and send are only the visible 
part of a huge iceberg, as we interact daily in a thousand more confusing ways. So 
the environment, saturated with messages (see Fig. 15.5), itself becomes a channel 
for transfer to filter data and only a small part of the message reaches the consum-
er’s mind (Trout and Ries 1981, pp. 7–8).
In the original text, Trout and Ries introduce the term prospect (1981, p. 3), 
which describes the object of the communication attack by the brand. It is crucial to 
understand the relationship brand—target audience, because the intentional selec-
tion of the word suggests that the consumer should be seen as a “perspective” to our 
brand, as an “active space/point of view” in which the brand projects signify—the 
promise and the proposal. In his mind, the latter turns into expectations and a gen-
eral assessment and if we can present it visually, it would be a three-dimensional 
graph, where points are mapped indicating the location of the brand as relevant to 
user-significant attributes, characteristics, and relationships.
Hence, it follows that positioning is not an isolated act but an organized system 
for the detection of a free slot in the mind and attacking it by appropriate means 
at the appropriate time and under appropriate conditions (Katrandzhiev 2007, 
p. 171). Therefore, Jack Trout and Al Ries insist that in communication “less is 
more,” which means that, contrary to the growing chaos of the communication 
environment, the sender should simply and clearly formulate his message—“to 
sharpen” it, to be able to reach the minds and to leave there a long trail (1981, 
Market as a whole 
                           Messages emitted by the brand – Brand’s Idea
       Received message – Attitude towards the brand. 
                                Signal of the advertising message – closed, positive text
                               “Signal” from the needs of the market – results from the market research   
Brand 
Coding Channel 
Noises Target 
Audience 
Decoding 
Fig. 15.5  An illustration of how classical communication theory specifically could be applied to 
brand communication. (The scheme is modeled after Professor Claude Shannon’s one presented in 
Advertising As It Is, Doganov and Palfi 1995, p. 60 and the article Advertising: The Frame Mes-
sage by Nöth (1987))
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pp. 8–9)—“The best way to penetrate into the human mind, which by nature hates 
complications and confusion, is by simplifying your message to the extreme. 
Among the most influential marketing programs are the ones that focus the atten-
tion on a single word. (…) Focus entirely on…a powerful differentiating idea and 
try to deploy it in the mind of potential users of your product. Through this highly 
impressive signal, thanks to which you will be able in a clever way to infiltrate 
and establish ‘direct contact’ with people’s minds, you will help the same minds 
suddenly ‘see’—as if struck by lightning—how simple they can solve their prob-
lems by using your product” (Trout and Rivkin 2002, pp. 107–108). The natural 
progression in the evolution of the market we are witnessing today is the “era of 
positioning.” Creativity is no longer the key to success and, according to Trout 
and Ries, it is time for advertising to return to harsh reality. And it suggests that 
to “rise above the crowd,” you need to create a place in the mind of the consumer. 
The short way to it is creating the perception that you are the first in something or 
somewhere, although this is not necessarily the entire truth. The authors recall that 
there is a reasonable cause for America to get its name not from its actual discov-
erer Christopher Columbus but from the traveler Amerigo Vespucci, who traveled 
to the New World 5 years later. While Columbus was more interested in gold and 
the Spanish noble title, Vespucci was able first to point out that this, rather than 
Asia, was a completely unknown territory. The more important step is that the 
latter spread intensively information throughout Europe about the revolutionary 
discovery of the then geography, which earned him the trust of the royal yards and 
the privilege to name a whole continent in his honor, while Columbus ended his 
life in prison (Trout and Rivkin 2002, pp. 29–30). A lot of the goods and services 
known today have a similar story, as the names of the brands that introduced them 
are so deeply embedded in the memory of buyers that is almost impossible to 
be displaced from there. Their priority was to become aware of the fact that you 
have only one chance to make a first impression and they have benefited fully 
from the situation. In Differentiate or Die, Trout justifies this fact again with the 
mechanisms of the human psyche: “The first remains the first, because people 
believe that the first is the original, but all that came later were copies or imita-
tions. It is understood that the original has more knowledge and more experience 
” (Trout and Rivkin 2002, p. 116, italic mine).
According to psychologists from Harvard University, quoted by Trout and Ries, 
the average person can handle a maximum of seven units in his memory. This 
means that when someone is asked to list brands producing certain products, the 
respondent will indicate at most seven such cases, moreover, if they are repre-
sentatives of a category that is of immediate interest to him/her. If the products 
do not fit in his closest range of needs, he probably will indicate only one or two 
brands familiar to him/her from general culture (Trout and Ries 1981, p. 35). This 
suggests that the mind has a limited capacity for receiving and processing incom-
ing information and defocuses easily; it arranges the incoming data in a way that 
allows people to navigate in the surrounding environment, and all sides appear 
redundant.
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The ranking of brands resembles a ladder, each step of which is a separate 
brand (Trout and Ries 1981, p. 37). Some “product ladders” are composed of only 
few steps, others contain more, but as noted, hardly exceeding seven positions. 
For a brand to climb at least one step up the scale of the user, it is required to 
displace the competitor there. Usually, it is much more difficult than to descend 
to a lower level or just come off the “ladder.” Therefore, experienced consultants 
advise that when advertising is used to introduce new products, instead of start-
ing an unequal struggle with the stagnant knowledge of already popular brands, 
it is more appropriate to attempt to create a completely new “ladder” on top of 
which the name of the communicated brand can be distinguished. But even in 
such a situation, it seems to be more successful to explain what is NOT your new 
product, rather than wasting efforts and resources to describe what it IS (Trout 
and Ries 1981).
Further on, Trout and Ries pay the necessary attention to the name as a factor 
that plays a significant role in the battle for the mind as it is a “hook” with which the 
brand is attached to the “product ladder” (Trout and Ries 1981, p. 89). Moreover, 
the name is “the first point of contact between the communication and mind. Not 
good or bad in it from an aesthetic point of view determines the efficiency of the 
message, but its relevance” (Trout and Ries 1981, p. 99). Here, the authors have in 
mind that the reasonably selected name is what in a few words or best in just one 
word differentiates the brand instantly and creates associations to the consumer for 
the benefits it offers. Unlike lawyers, marketers and brand managers love to walk 
the edge and tolerate the creation of names that could describe an entire category 
at risk to become a generic term and lose their registration. “A strong, genetic-like, 
descriptive name will block your me-too competitors from muscling their way into 
your territory. A good name is the best insurance for long-term success” (Trout and 
Ries 1981, p. 91). Classic examples of the successes of the name are Scotch and Xe-
rox, which are doomed to be “top of mind” (both the top “step” and the name of the 
whole “ladder”), but their position has its weaknesses, because under these brands 
they could not sell anything else.
The famous French advertiser Jacques Seguela builds his idea of establishing 
brand identity along the lines of human beings16—as a combination of physique, 
character and style	( Holy Trinity of the Brand, Seguela 2004, p. 142, see Fig. 15.6). 
First, we turn the product into a person and then the person into a star.
•	 By	physique, we understand the product itself, without which there would be no 
commercial success. But if it is relied only on its lifeless offerings in the store, 
which means its purchase to turn into an automatic act, deprived of real choice 
and emotion. When developing a “star,” patient observation is required to fil-
ter out the exclusivity that will bring competitive advantage. For this purpose, 
16 “The product is also born…. The product grows up and starts to make a living. We measure its 
height not in centimeters, but in conquered percents of the market. (…) Above all, the product is 
able to communicate. As we create its brand, we give it the gift of speak” (Seguela 2004, p. 48).
15 The Brand as an Economic Value and a Sign 361
Seguela and his colleagues used the so-called Chinese portrait, which aims to 
simultaneously provoke the imagination in terms of the product and to identify 
its target group (2004, p. 242). The questionnaire concerns key issues such as 
strengths and weaknesses of the product, the meaning of its existence, in what 
circumstances it will be used, who will buy it and how often, with which car, 
shop, animal, or star of show business it can be compared, etc. For the accuracy 
from the physique point of view, it is important because the alleged qualities of 
the product must not be imaginary, but completely real and visible, to gener-
ate purchases. According to Seguela, the good advertiser could make up for the 
weaknesses of the product qualities in the eyes of buyers.
•	 The	character of the brand is what the Marlboro cowboy represents—a collective 
and intelligible image of the spaciousness, adventure, and freedom. He generates 
these associations regardless of the context in which he is placed, even without 
holding a cigarette in his mouth (2004, p. 80). The “star” brand is completely un-
derstandable, because the audience “wants to get simple answers to their simple 
motivations” (2004, pp. 121–122). It is based on the desire for identification 
inherent to all consumers and aims to extremes, recognizing that it is dominated 
by passion and strives to the perfect. In Seguela’s words that represents honesty 
in front of the buyer, which ensures durability of the relationship and allows the 
brand to sell countless times. In this regard, the character suggests the presence 
of symbols, which means that the brand must have a public image and must be 
filled with interesting stories. “The quality and low price are the least they re-
quire [the consumers—D.T.] from a brand. In addition, they want to receive an 
offer to escape to the world of dreams” (2004, p. 129).
•	 Style, in turn, is the manner in which the brand is communicated. Here, the French 
advertiser pays tribute to symbols. They must be unique and actively maintain 
the brand associations, such as the character from the comics of Michelin, the 
specific font of Coca-Cola, or like the stylish gentleman with a bandage on the 
eye—the face of “US Hathaway” shirts. The author adds that the advertising of 
the “star” must be an endless spectacle, full of surprises for consumers (2004, 
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Fig. 15.6  An illustration of J. Seguela’s comparison between brand structure as he suggests it to 
be and relevant consumer’s perception (author D.T.)
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p. 136). The ascension over the propaganda noise and media saturation requires 
the communication of the brand in the first place to be distinct, and then varied, 
but without losing focus. Therefore, only the style is “allowed” to change over 
time and according to the nature of the audience because it is the one element in 
the “Trinity” of the brand, which is fighting for attention.
In two of his books which gained wide popularity—The End of Marketing as 
We Know It and Renovate Before You Innovate—longtime marketing manager of 
Coca-Cola Sergio Zyman presents his own reading on the topic of market po-
sitioning, summarized in the following passage: “The key to good positioning 
is take control of the dialogue with your customers and consumers early on and 
never lose it. If you do not, your competitors will do, and this is something you 
should never allow because whoever controls the dialogue, controls positioning 
too” (2005a, p. 158).
In fact, for someone from the “kitchen” of management as Zyman, “dialogue” 
is a continuous process of speaking on behalf of the brand, with which it presents 
its position in front of the consumers, and they respond with a clear idea of its 
essence and make choices in its favor. If the brand sends vague and confusing 
messages and/or deviates from the topic, then customers will dissipate and move 
away from communicating with it. Their attention to its messages will decrease, 
brand loyalty will suffer,17 and hence purchases will suffer, since they will be 
sporadic (meaning little or none) and they will lack the characteristic emotional 
intensity.
Control over the dialogue is not restricted to setting clear limits to the audi-
ence how far the offer of our brand extends. The market is a community including 
competition (Fig. 15.7), which means that the statement of a trademark auto-
matically affects the ability of other players in the category for gaining a share. 
Zyman defines it as a simple marketing principle that we choose or territory for 
which we will fight on the competitive field, or competitors will do it instead 
of us (2005b, p. 98). Moreover, the author recommends active offensive actions 
against enemy positions, using every opportunity to limit the ways in which com-
petitors can be defined by a single characteristic or quality, while our brand in 
17 Led by the widespread economic principle by W. Pareto that 20 % of brand-loyal buyers make 
80 % of the its profits, Zyman warns against practicing horizontal marketing as an end in itself: 
“Much more effective is to build relationships with customers and then work on people who know 
you to buy more than every day to search for new customers” (Zyman 2005b, p. 79).
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Fig. 15.7  An illustration 
of S. Zyman’s idea of the 
role of positioning in the 
commercial communication. 
(author—D.T.)
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turn expands theirs (2005b, p. 100). Two of the instruments for achieving it are 
comparison and copying. In the first case, without a harsh and negative tone, 
direct comparison (repositioning of the opponent) allows both to highlight the 
positive aspects of our brand and to set evaluation standards among consumers, 
which is literally taking control over the dialogue. Withdrawal of members from 
the competition is possible by repositioning of our brand. Thus, based on newly 
discovered needs and desires that exist in the target audience, ground for more 
suggestions is created and more arguments for purchase are put. Further, Sergio 
Zyman acknowledges the key role of identity in brand positioning. He states that 
the position is what the management team wants the audience to think and feel 
in relation to the brand, while the image is the overall impression of it (2005b, 
p. 94). This is why he has taken part in developing a formula aimed at helping 
the managerial decision of what position to be reclaimed and what promise is to 
be given. It states: Define, Offer, Announce it and it will bring you Luck (2005b) 
where: 1) “Defining” is the basis of the branding process in general leading be-
hind 2) The “Unique Selling Proposition.” Further comes the “Announcement,” 
i.e., communication which (if created and directed properly) will lead to 4) “Suc-
cess” because it will reach the mind of the consumer and store the message in his 
memory for a long time.
15.5  General Conclusions
Positioning is rightly regarded as a constant ongoing process of communication 
with the target audience, of continuous development and renewal of the meaning 
of existence of the trademark. It is an essential, even to say the only, task of brand 
management and it existed no matter if in the course of history managements of 
the companies practiced it consciously or not. As a sufficiently seriously perceived 
management process, the clear positioning strategy is both a highly commercial 
weapon and face of the manufacturing and administrative life behind the product. 
The existence and proper use of positioning depends on the detailed picture of the 
senior management regarding the identity of the company as a business core and the 
desired image that this identity wants to show to the entire audience—competitors, 
partners, and above all to users. Studying the nature of the positioning concept leads 
to the following conclusions:
•	 Brand	identity	is	set	by	the	basic	business	mission	of	the	company	manufacturer,	
which is indispensable (see Fig. 15.8); it is the “anchor” around which gravi-
tates any communication activity of the brand to the outside world.
•	 The	image	is	the	sum	of	current associations of the brand, an image in the mind 
of the consumer, which is the result of contacts with the brand, the image belongs 
to the target audience, rather than to the management, although it is possible to 
match perfectly with the identity assigned to it by the manufacturer.
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•	 The	difference	between	the	image	and	positioning	is	that	the	second	is	the	main 
association (or a group of semantically similar ones) that each manufacturer 
wants to have for its own brand in the overall scheme of the image; usually a 
feature of the brand, which satisfies needs or physiological needs, security, re-
alization or social ones—Volvo is “safety driving,” Nike is the “spirit of sports,” 
Mercedes is “high class,” Virgin is an “underdog,” Starbucks is “the third place 
(between home and office—D.T.)” and so on.
•	 The	intensity	and	nature	of	communication	with	consumers	determine	how and 
how strongly they perceive the brand; they help in forming the attitude towards 
it.
•	 The	success	of	brand	positioning	efforts	is	a	function of attracting and retaining 
the user's attention to its messages; by captivating the consumer's mind in com-
munication, he becomes an active part—he builds the knowledge of the brand 
by himself/herself and participates in the maintenance of its mythology (see 
Seguela 2004).
•	 The roots of positioning we can find in the identity and its tip—in communication, 
both are important enough and must work together to not give rise to a distorted 
or wrong idea about the place of the brand on the market.
•	 Positioning	 with	 only	 one	 word	 or	 concept	 is	 only	 possible	 when	 it	 is	 not	
isolated, and works aimed at a more integral context; it focuses the efforts of 
an extensive network of influences from the brand in different channels—mer-
chandising, publicity, promotions, demonstrations, advertising, positive user 
experience, etc.
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15.6  Appendix 1
Virgin Brand Identity (Aaker and Joachimsthaler 2000, p. 46, from Figs. 15.2 and 
15.318)
Brand essence
Iconoclasm
Core
•	 Service quality (consistent best-of-category quality delivered with humor and 
flair)
•	 Innovation (first with truly innovative, value-added features and services)
•	 Fun and entertainment (a fun and entertaining company)
•	 Value of money (provide value in all its offerings, never just the high-priced 
option)
Extended identity
•	 Underdog (fighting the established bureaucratic firm with new creative offer-
ings)
•	 Personality (flaunts the rules, sense of humor, willing to attack the establish-
ment, competent)
•	 VIRGIN symbols (Richard Branson and his lifestyle; Virgin blimp and script 
logo)
Value proposition
•	 Functional benefits (a value offering with quality, plus innovative extras deliv-
ered with flair and humor)
•	 Emotional benefits (pride in linking to the underdog with the attitude; fun, good 
times)
•	 Self-expressive benefits (willingness to go against the establishment; to be a bit 
outrageous)
Relationship
•	 Consumers are fun companions
18 With some changes; bold is in original text [D.T.].
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15.7  Appendix 2
Fundamental Criteria for Market Segmentation
(Sources: Doganov and Palfie 1995, pp. 144–151; Pride and Ferrell 1994, 
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